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Abstract
Profitability of a livestock business has a great influence on its sourcing, distribution and 
sustainability. Thus, this study was carried out to determine the profitability of goat 
enterprise. A total of sixty respondents were randomly selected from two major markets in 
Ado-Ekiti metropolis (Shasha and Oja-Oba markets). Data were collected through the use of 
structured questionnaire coupled with personal interview on socio-economic characteristics 
of the respondents, cost and returns from goat marketing. Data collected were analyzed using 
descriptive statistics and budgeting analysis. The results on socio-economic characteristics 
showed that goat marketers were predominantly married (63.3%) and relatively old (with a 
mean age of 58 years) in the study area. 
The costs and returns analysis showed that mean Total Variable 
Cost (TVC) incurred in the marketing of goats per annum was N489, 700.00 while the mean 
Total Revenue (TR) was N720, 000.00 and the mean Gross Margin (GM) per seller was N230, 
300.00. The results implied that goat marketing in the study area is a profitable business 
involving both young and old, male and female, educated and illiterate. 
Keywords: goat marketers, Gross Margin, profitable, educated and illiterate
Mainly, goat marketers in the study area (75%) had 
household ranging between 6 and 10 members. Majority (53.3%) had over 10 years of 
experience in the business. 
Introduction
A g r i c u l t u r a l  p r o d u c t i o n  i s  a  
multidisciplinary system with a complex 
structure comprising over ten economy 
branches (Kolosov et al., 2013). At the 
same time plant growing and livestock 
farming (cattle, sheep and goat) are the 
main structuring industries (Yali et al., 
2011; Umeh et al., 2011). However, 
livestock breeding and other related 
activities is one of the most important 
sectors of agriculture providing the 
population with food and essential raw 
materials supplying many branches of the 
industry including processing, marketing, 
as  wel l  as  raw mater ia l  to  the 
manufacturing industries (Endris and 
Negussie, 2011). The sound management 
and conservation of this resource is one of 
the priority issues of the global strategy for 
sustainable development (Kolosov et al., 
2013). 
In Nigeria therefore, goat is one of the major 
protein suppliers to its populace and the 
world as a whole. Nigeria has population of 
about 34.5 million goats, 22.1 million sheep 
and 13.9 million cattle (Lawal and 
Adebowale, 2012). The larger proportion of 
these animals' population is largely 
concentrated in the northern region of the 
country than the southern part. Specifically, 
about 90 percent of the country's goat 
population and 70 percent of the sheep and 
cattle populations are concentrated in the 
nor thern  reg ion  of  the  count ry.  
Concentration of Nigeria's livestock 
industry in the northern region is most 
likely to have been influenced by the 
ecological condition of the region which is 
characterized by low rainfall duration, 
lighter sandy soils and longer dry season 
(Lawal and Adebowale, 2012). Hence, 
markets and marketing activities are very 
essential for the distribution of the goats to 
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the final consumers. Goats are among the 
main meat producing animals in 
developing countries and the choicest meat 
with huge domestic demand (National 
Agricultural Extension and Research 
Liaison Services, 1990; Bourn et al., 1994). 
Besides meat, goats provide products like 
milk, skin, fibre and manure (Prasad, 
2010). Antonio and Silver (2011) predicted 
that demand for livestock products will be 
doubled in the next 20 years due to world 
population increase, urbanization and 
economic growth. This provides excellent 
opportunity for goat producers and 
marketers. However, focus in the past years 
had only being on increased productivity 
and not on effective and efficient 
marketing system to cater for the perceived 
industrialization and commercialization of 
animal agriculture in Nigeria (Amogu, 
2010; Udedibe, 2010). This has the 
possibility of limiting the potential 
profitability of goat marketers from 
observed declining goat production in 
south west, Nigeria. Goat producers may 
not be enthusiastic to produce when 
marketers are not offering good prices to 
them as middle men in the goat marketing 
chain offered ridiculous prices for the local 
breeds. This possibly has led to effective 
marketing of breeds of goat from northern 
Nigeria, making northern breeds of goat 
more popular and acceptable among goat 
consumers. Goat supply, currently, does 
not meet with consumer's demand across 
time and space. Consequently, there are 
differences in prices paid by the 
consumers. Consumption patterns, 
however, may well have changed since 
these data were collected. Sheep and goats 
contribute about 35% of total nation meat 
supply (Food Agriculture Organization, 
2003). The domestic production and noted 
importation are together still not enough to 
meet more than 60% of actual demand 
(Mbanasoor, 2000). Accurate statistics on 
livestock production and marketing are not 
available and therefore, detailed projections 
of the supply and demand of the livestock 
subsector cannot be realistically made. It is 
clear, however, that over the last decade the 
supply of meat, milk and eggs has failed to 
keep pace with the increasing population 
(Amogu, 2010). Profitability of a business 
has a great influence on its sustainability; 
hence, the profitability of goat marketers in 
Ado-Ekiti metropolis, Ekiti state, Nigeria 
was examined. 
Materials and methods
Study area
This study was carried out in Ado-Ekiti 
metropolis, Ekiti State, Nigeria. The area is 
mainly an upland zone, rising over 250 
meters above sea level. It has a tropical 
climate with its characteristic high 
temperature all year round. The place is a 
tropical climate with two distinct seasons. 
These are the raining (April to October) and 
dry (November to March) seasons. 
Agriculture (crop farming) forms the base of 
the overall development thrust of the area.
Sampling method
Multi-stage sampling technique was used 
for the study. In the first stage, Ado Ekiti 
metropolis was purposively selected from 
the state due to the availability of major 
markets. Shasha market and Oja-Oba were 
purposively selected due to the high level of 
goat marketing activities. Lastly, 30 goat 
marketers were then randomly selected 
from each of the markets from the list of 
goat marketers in the market development 
programme making a total of 60 goat 
marketers. This is done on the basis of 
market accessibility, sizes of the market and 
the number of buyers and sellers of the 
goats. 
Data analysis
I n f o r m a t i o n  o n  s o c i o - e c o n o m i c  
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characteristics of goat marketers, cost and 
return from goat marketing was obtained 
using structured questionnaire and 
interview schedule. Descriptive statistics 
such as mean frequency distribution and 
percentages were employed to analyze the 
socio-economic data while the gross 
margin analysis was used to determine the 
cost and revenue in goat marketing. 
The model used for the estimation of the 
gross margin according to Olukosi and 
Ernabor (1988) as
GM = GI – TVC
GM = Cross Margin
GI = Gross income
TVC = Total variable
The benefit cost analysis is also used to 
check for the acceptability of the project
Benefit Cost Ratio = Total Revenue/ Total 
cost
The aged people 
have less physical energy to exert on such 
demanding agricultural activity. This will 
have a negative influence on their sales, 
decision making and productivity (Baruwa, 
2013).
Results and discussion
The age distribution of the respondents is 
presented in Table 1. Minority (3.3%) of the 
goat marketers in the study area were within 
30 years of age while majority (31.7%) was 
more than 60 years. The mean age of the 
goat marketers in the study area was 58 
years. By implications many of the goat 
marketers were far above the productive 
marketing age, hence their quantity of sales 
was expected to be lower than those of the 
young goat marketers. 
  
Table 1: Age distribution of goat marketers in Ado Ekiti Metropolis, Ekiti state, Nigeria   
Age  Frequency  Percentage  
≤30  02  3.3  31-40
 
09
 
15.0
 41-50
 
11
 
18.3
 51-60
 
12
 
20.0
 61 -70
 
19
 
31.7
 70 and Above
 
07
 
11.7
 Total 
 
60
 
100.0
 
Mean age = 58
 
years
  
Source: Field Survey, 2016
  
The distribution of the respondents by 
marital status is presented in Table 2. About 
63.3% of the goat marketers were married, 
21.7% were widow/widower and 15% 
divorced. Since most of them were married 
and advanced in age, family labour was 
expected to be employed by the 
respondents. In essence, the cost expended 
on labour and offloading is also expected to 
be reduced. Also it confers some level of 
Table 2:  Distribution of respondents by marital status  
Marital Status  Frequency  Percentage  
Married  38  63.3  Widowed
 
13
 
21.7
 Divorced
 
09
 
15.0
 Total 
 
60
 
100.0
 Source: Field Survey, 2016
  
  
emotional stability on the respondents and 
this may have a positive link with the 
marketing performance. It is worthy to note 
that there were no singles among the 
respondents. Singles in the study area were 
not fascinated by this agro-enterprise. This 
is probably because most youths prefer 
white collar jobs or probably still depending 
on their parents for their means of 
livelihood.
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The distribution of the respondents by 
household size is presented in Table 3 and it 
is expected that the size of the household 
should affect the amount of labour 
provided in goat marketing. It was 
observed that 16.7% of the goat marketers 
had household size of about 5 members, 
75% had between 6-10 members while the 
rest 8.3% had more than 10 members. The 
result revealed that the goat marketers had 
fairly large families which may serve as 
family labour in the sales of their goats and 
offloading. This agrees with Ekong (1988), 
who found that more than half of the 
respondents had family size ranging 
between 6 and 10.
 
Table 3:  Distribution of respondents according to household size  of goat marketers in Ekiti state of  
 Nigeria  
Household Size  Frequency  Percentage  1-5
 
10
 
16.7
 6-10
 
45
 
75.0
 ≥11
 
5
 
8.3
 Total 
 
60
 
100.0
 Source: Field Survey, 2016
  The distribution of the respondents by years 
of goat marketing experience is presented 
in Table 5. Minority (21.7%) of the goat 
marketers had more than 21years of goat 
marketing experience while majority 
(53.3%) had between 11 and 20 years of 
experience.  This implied that majority of 
the traders had appreciable years of trading 
experience that will help them improve 
trading operations and efficiency. 
Table 4: Experience  of goat marketers  in the business in Ado Ekiti Metropolis, Ekiti State,  
 Nigeria  
Years of experience  Frequency  Percentage  1-10years
 
15
 
25.0
 11-20years
 
32
 
53.3
 Above 21years
 
13
 
21.7
 Total 
 
60
 
100.0
 Source: Field Survey, 2016
  Shown in Table 5 is the educational status of 
goat marketer in Ado-Ekiti, Ekiti 
metropolis. Most (31.7%) of the goat 
marketers had primary education, 26.7% 
had secondary education and 30% of the 
goat marketers had no formal education. It 
means that sales of goats in the study area 
were done mostly by literate. It was noted 
that most of the respondents were educated 
females. However, this is in disparity to the 
findings of Familade et al. (2011) who 
reported that majority of the female 
respondents were illiterate. The reason for 
this discrepancy may be connected to the 
high level of education of Ekiti state. 
Ogunfiditimi (1981) and Meretiwon (1981) 
remarked that education is vital to the 
success of agricultural production and 
enhance the effectiveness of agricultural 
extension agent's work.
Source: Field Survey, 2016
  
Table 5: Educational level distribution of goat marketers  Ekiti state of  Nigeria  
Educational level  Frequency  Percentage  
No formal education  18  30.0  Primary school education
 
19
 
31.7
 Secondary school education
 
16
 
26.7
 Tertiary education
 
07
 
11.7
 Total 
 
60
 
100.0
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Presented in Table 6 is the monthly income 
of the goat marketer in Ado-Ekiti, Ekiti 
metropolis. It was revealed that most (60%) 
of the goat marketers earned between 
N11,000 and N15,000 per month while 15% 
earned over N16,000 per month. This 
implied that an appreciable number of goat 
marketers earned a little below the 
minimum wage/salary. This low level of 
income generation may be connected to the 
fact that most of the respondents in the study 
area were old people who may not be ready 
to take too many risks. As a matter of fact, 
this low income may scare away youth that 
may want to choose marketing of goats as 
lucrative business in the near future.  
  
Source: Field Survey, 2016
  
Table  6: Distribution of goat marketers by monthly income  
Monthly income  (  N)  Frequency  Percentage  
≤10,000
 
15
 
25.0
 11,000-15,000
 
36
 
60.0
 ≥16,000
 
09
 
15.0
 Total 
 
60
 
100.0
 
Revealed in Table 7 is the profitability 
analysis of the goat marketers. The result of 
gross margin analysis showed that mean 
total variable cost incurred in the marketing 
of goats per annum was N489, 700.00. This 
implied that goat marketing is profitable in 
the study area; hence the traders can 
continue this trade in the location. While the 
mean total revenue was N720, 000.00 and 
the mean gross margin per seller was N 
230,300.00. However, the result of the 
benefit cost ratio showed that for every ? 1 
invested in the marketing of goat ? 1.45 is 
returned. 
 
Table 7: Distribution of goat sellers according to cost and return incurred in goat 
marketing in Ekiti state of Nigeria.               
Costs  Amount (? )                  TOTAL(? )Variable cost   Cost of purchase
 
390,000
 Feeding cost
 
15,500
 Transportation cost
 
60,000
 Medication cost
 
12,200
 Middlemen cost
 
12,000
 Total 
 
variable cost
 
Fixed cost
 
                                       
489,700
 
 
Temporary house cost
 
3,000
 
Market revenue charges
 
4,000
 
Total 
 
fixed cost
 
Total cost  
 
Total revenue 
 
Benefit cost ratio
 
Gross margin 
                                                                      
                                       
7,000
 
                                       
489,700
 
                                       
720,000
 
                                       
1.45
 
                            
230,300
 
Source: Field Survey, 2016
  
Constraints can be regarded as forces 
militating against human progress and 
development. The goat marketers have 
constraints which they encountered in the 
trading process. The constraints by 
includes; Low capital, Inadequate shelter 
for goats, High bills of consulting 
veterinary doctor, high cost of feed, long 
distance to market, buying of stolen goats to 
sell, fluctuation in demand and inadequate 
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market information. Fluctuation in demand 
(1.7%) and inadequate market information 
(25%) were worthy of note. It implied that 
there is high demand for goats in the area 
and inadequate market information 
constrained the marketer from meeting the 
demand. About 20% of the respondents had 
financial problems (low capital). This is an 
indication that financial constraint was 
very prominent among goat marketers in 
the study area This might be attributed to 
the fact that majority of the goat marketers 
did not have access to credit facilities from 
the government or any formal source 
besides their personal savings. This reduced 
their trading capacity, productivity and they 
encountered difficulty in maintaining sales 
peak. About 13.3% of the sampled goat 
marketers claimed that there was inadequate 
shelter for their goats, since cost of shed will 
add to the cost of production.  About 16.7% 
of the goat marketers laid emphasis on long 
distance to the market as constraint which 
has reduced patronage and hence reduction 
in sales and profit.
Table  8: Distribution of respondents according to constraints of  goat marketing  in Ekiti state 
of Nigeria  
Facilities    Frequency     Percentage  
 
Low capital
 Inadequate shelter for goats 
 High bills of consulting veterinary Doctor
  High cost of feeding
 Long distance to market
 Buying of stolen goats to sell
 
Fluctuation in demand
 
Inadequate market information
 
Total
 
  
12                     20.0                  
 
  
08                     13.3
 
  
06                     10
 
  06
                     
10
 
 
10                      16.7
 
 
01                      1.7
 
 
15                      25                
 
 
60                     100
 
Source: Field survey, 2016
  
  
Conclusion  
This study on the socio-economic analysis 
indicated that goat marketing was female 
dominated and that most of the goat 
marketers were relatively old (with a mean 
age of 58 years) in the study area. However, 
the large household size of the marketers 
contributed their income thereby reducing 
the cost of labor and the gross margin 
analysis showed that goat marketing is a 
profitable business.
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